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7RESEARCH ESSAY I Nuno Domingos, lnstitute of Social Sciences-University of Lisbon
The Market as Mediator: The
Corporate Creation of Portuguese Wine
Abstract: This article focuses on how market analysis professionals
aim to materially and symbolically shape a product like wine. More
specifically, I deal with tl.re case of the strategy for marketing Portu-
guese wines in British and North American markets, outlined by an
international rnultinational consulting firm in zoo4. In a market
defined by ur-rcertainty, market experts'strategies to turn Portuguese
wine into a more effective commodity demanded an adjustment
in light of the dominant tendencies that support the wine industry.
Before tradition, method, taste, and place, the market should dictate
what kincl of r,vines the Portuguese ought to produce. This aim in-
volved a number of articulated levels of specialization and expertise,
IN THrs 
^RTICLE 
r oa¡l with a corporation's market plan de-
sigr-red to qualify a commoclity whose value is characterized
by uncertainty. The shategr of institutionalization of a national
wine brar-rd implies an adjustment between market categories
and the social composition of consumers. From production to
commercialization, several experts and intermediaries sustain
the product's materialization and help to create the most appro-
priate representations to sell this commodity. If the creation of
these representations is aimed firsdy at the pursuit of economic
profit, the categories that emerge from rvine marketing shate-
gies also become broacl cognitive categories that produce hege-
monic views, defining lifestyles, fashions, aspirations, or
creating pastorals (Williams 1973) about the essence of regions
ancl nations.
Although the significant increase in Portuguese wine ex-
ports in the period after this study was concluded might in-
dicate the economic success of the marketing strategy, this
article will not deal with the political economy behind i*
implementation. Because they interfere rvith the activity of
different actors in the field, from producers to final consum-
ers, these plans are contentious. Markets are political fields
(Fligsiein 1996), and multiple contextual interests and con-
flicting rationalities make this industriai procedure complex
and anything but straightforward.l The corporation's per-
spective is not all-powerful, and it is wrong to mistake its
intentions with reality. However, without acknowledging
from the production phase to the symbolic representation that seeks
to influence the experience of taste. This imaginary established a
dialogue with the lifestyles and social aspirations of seìected target
markets. At the same time, these promotional efforts are tools that
interfere with consumers' perceptions of space, society, and history,
as they propose categories that are used to understand and represent
ihe worìd.
Keywords: wine, Portugal, markei studies, national branding, social
classes
these strategies from above, it is easier to fall into a certain
ontological perspective founded on the assumption that
agents-from producers to intermediaries and consumers-
are autonomous and can individually "choose." In a way, as
Roseberry Qg96: ry7) argues in his study on coffee, marketing
strategies rely on consumers' belief that they are in full con-
trol of a situation that the market researchers try to predict,
though often unsuccessfully.
A product such as wine-but also the act of its
consumption-is embedded in a network of social relations that
determines its contextual value but also, within the logics of a
capitalist economic market, its monetary value. As Beckert et al.
(zot4: vz) recently emphasized when analyzing the German
wine field, wine is a commodity whose monetary value in the
market does not depend primarily on production cosb and on
the consumerl ability to identify its "objective sensory charac-
teristics." The construction of "quality" in a market defined by
uncertainty depends on a process of instihrtionalization in
which the creation of conventions and the stren$h of syrnbolic
capital plays a crucial role, which means that the level of eco-
nomic profit depends on the previous accumulation of sym-
bolic capital (ibid., r4).2 The wine market is not profoundly
different from other markets where contexhral conventions pre-
vail; as with the art market, "the value of the arts, genres, works
and authors depends on the social marks attached to them at
any given moment" (Bourdieu 1986: 86). The control over
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these classificatory schemes, the 'þrinciples of classification,
principles ofvision ancl clivision" (Bourdieu 1998: 8), is the nain
objective of marketing strategies.
Within the rvine field r-rot every agent enjoys the same
power to define "quality." The North American consulting
firm Monitor Group was hirecl by an association of Portr,rguese
proclucers (ViniPortugal) to desigr-r a global strategy for the
internationalization of Portuguese wines in the UK ancl US
markets (Monitor zoo4). In articulation with the institutional
and legislative policies put forth by national and European in-
stitutior-ls, the consultir-rg firm's experts conceived a global plan
that aimed to involve most of the agents in the fielcl, from pro-
ducers to retailers, from specialized wine writers to collsumers
(ibid.). What is revealing in this kind of document is how it dis-
plays the process of construction of a certain foodstuffthrough
the articulated involvernent of different kinds of knowleclge,
experts, and institutions. In this sense, the rhetoric present in
the report sustains not only a discourse, but also a strategy of
market institutionalization. It is this wish for embeddedness
and tl-re strategies related to it that tl-ris article explores.
In the first section of this article I investigate how the
knowledge of tl-re moral ar-rcl practical ecorìomy of the taryet
market becomes the main tool to "mâterialize" a lood com-
modity. Knowledge about the market allows the targeting of
consurìers by their current cl-roices, tastes, and aspirations,
and the adjusting of the product to meet their desires. In the
second section, I follow the stages that lead to the creaiion of
a product well adjusted to consumers' categories. These stages
include price definition, presentation, taste definition, and fi-
nally the establishment of narratives of origin that fit consum-
ers' imagination. In the thircl and last section I explore the
institutionalization strategy, which involves the work of spe-
cific experts: retaiÌers, marketers, public relations, journalists,
and wine writers.
The Modernization of Portuguese Wine
The existing strategies for the internationalization of Portuguese
wines must be understood in the context of the middle-term
marketing shategies developed by international rnarketing ex-
perts more than ten years ago. ViniPorhrgal, an association of
large producers created in ryg7 and epitomizing a new trend in
wine entrepreneurship (ViniPortugal zoo3), played an impor-
tant role in devising this shategy. For the main Portuguese pri-
vate associations of producers and state institutions dealing
with the agriculhrre and tourism sectors, joining the European
Union was the crucial development that allowed key players to
change the Porhrguese wine market (Simões zoo6). In articula-
tion with the main guidelines of European agricultr:rai policies
for the sector, Portugai had to procluce less but better: vineyarcls
had to be improvecl; new production techniques neecled to be
developecl; the core business hacl'to be focused on foreign rnar-
kets, ratl'rer than on the exhausted internal cornmercial routes;
the nun-iber of proclucers l-rad to be recluced and the strateg, of
business concentration reinforced (ViniPortugal zoo3). Though
wine was one of the most relevant agricultural products in
Portugal, most of the production was undifferentiated and
iherelore hacl a reduced market value (Simões zoo6). Export
patterns showe cl that only a few high-value products 
- 
especially
Port wine-were being marketed.
Portugr,rese winemakers began trying to diversify their ex-
ports. Some producers, more wealthy or knowledgeable,
foined the efforts, benefiting from European support and in-
vesting in technology as well as hurnan expertise to create ex-
portable table wines, which was not a type of Portuguese
export easily found in sr-rpermarket or specialized wine stores'
shelves (Don'ringos zor4; Sirnões zoo6). Widely depicted as the
outcome of l-reroic family er-rtrepreneurship, transformations
in the production stages were already linked, however, with
broad institutionaÌ plans, articulated with the country's eco-
nomic policies. Such connections behveen a strict group of
producers and these institutional nehvorks rernained almost
invisible behind marketing strategies that rely on biographical
fictions and reinvented traditions, which were so important in
other wine environments, as in tl.re cases of Borcleaux (Ulin
rg87) and Champagne (Guy zooT).
It was in this context that tl-re American consulting firm
Monitor Group was approached by ViniPorhrgal to produce
a report on Portuguese wines' marketing strategy in Great
Britain and the United States. The Monitor Group is a Norih
American consulting multinational founded in 1983 by Harvard
economish Michael Porter and Mark Fulier, who both special-
ized in the development of a conceptual framework tl-rat evalu-
ated the cornpetitive advantages of r-rations (Porter r99o).
Portugal was one of tl.re counhies that hired iheir professional
services. In ry94, Porter produced a report on the competitive
advaniages of the Portuguese economy where he argued that
local economic agents ancl government institutions shouìd
direct their efforts at developing the country's traditional sectors
(Porter 1994). These clusters included tourism, textiles, iimber,
cork, the car inclustry the shoe industry and wine. Foilowing
this wide-rangir-rg diagnosis, other sectorial shrdies were made
by the Monitor Group, such as the aforementioned report on
the Portuguese wine shategy for the UK and US markets,
published in zoo4.3 The Monitor report's main goal was to
provide guidance for wine producers, government experh, and
all of the parties involved in wine exports to the UK and US
markels (Monitor zoo4: 5).
FrcuRE r: The images of the Douro Vallq vineyards, which are commonly used in wine promotions, help to
construct the reþresentation of a traditional and iþllíc country.
p¡oro By MAT's lvc (lucrn: THE DouRo vlnav) [cc BY 2.o (HnP://cRDlTtvscovuo¡s.orc/uceNslshr/z.o)], vla
WIKIMEDIÀ COMMONS.
The Knowledge of the Market as Mediation:
How to Create a Portuguese Wine Category?
Entering into foreign markets depended on a "correcf' defini-
tion of what Portuguese wine must be. According to the logic
followed in this report, from production to promotion, the best
version of "Portuguese wine" should be envisioned in accor-
dance with the main characteristics that define target markets.
The Monitor's report recognized that the great majority of con-
sumers did not have enough knowledge about wine (Monitor
zoo4: z7). In other words, people chose wines in stores on their
own, which means they relied on their knowledge of categories
of classification and on their own perceptions.
According to this document, the main strategy to sell Portu-
guese wine in these markets rested on the creation of a "Portu-
guese wine category" (ibid., 3). In zoo3, Portuguese wines in
the UK and US markets had a share of fi (ibid.). Despite the
poor results, these hvo markets represented 4% of the total
wine export revenue (ibid., 7). Statistics showed that British
and American markets, then the largest buyers of international
wines, were open to trying new products, as the increase in
New World wine in these regions had recently confirmed
(ibid., 7-8).4 Even though Portugal belonged to the Old
World's wine producing countries, marketing researchers de-
signed a strategy where Portuguese table wines, because they
were rather new in these markets, should follow the successful
strategy of countries like Australia. Nonetheless, Portugal
could also benefit from proximity to Spain, a wine region that
already had a strong presence in local consumption habits
(ibid.: ro).
Although the Monitor report is more specific regarding strat-
egies for the British marke! the¡e were no maior differences
between the plans for these two large territories. Both UK and
US markets had similar dynamics, the report argued (ibid':
z8). Concepts of local culture and history only seemed to be
crucial elements in the development of marketing shategies
when they influenced the markets' morphologr. US consum-
ers, for instance, were considered to be more open to wines that
provide a narrative on European history.
The shape of the market and the groups of people who,
with their different tastes and purchasing power, form this
space of economic relations were decisive factors. Therefore
the effort of symbolic institutionalization began where condi-
tions were more favo¡able. Accordingly, in the US market, the
state of Florida (Miami) and the city of NewYork (Manhattan,
Brooklyn, Queens, Long Island, and Westchester) were cho-
sen as the main targets because they were more prone to ac-
cepting new products due to their internal cultural diversity
and the high number of tourists (ibid., a). European influ-
ence in New York and the Latin American population in
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Florida were importar-rt assets for Portuguese exports (ibid., r5).
Whereas in the US market Portuguese table wines were virtu-
ally facing unchartecl territory, in the UK market agents ancl
consumers already had some kind of knowledge that createcl
expectations about tl-re wine con'ring from Portugal. Earlier ¡e-
search proved that British retailers and consumers had nega-
tive perceptions about Portuguese wines, whictr meant tl'rat
tlis market was a bigger challenge (ibid., zB).
Arguably, Portuguese wine-and by this I mean table
wine-was practically nonexistent in the UK market. Portugal
obviously had introduced wines to Englancl, but these were
not known under the category "Portugal." I am referring to the
cases here of Port, Madeira, and more recently to a few types of
Vinho Verde and Mateus Rosé. In the UK, Port helped to cre-
ate a standard of taste. Since the mid-seventeenth century, tl.re
UK was the rnajor market for Port, a situation ihat only
changed in the twentieth century (Martir-rs r99o). Like Port,
Madeira is a fortified wine popular in the UK, as this wine,
produced in tl-re Madeira Islancls, l-ras regularly beer-r exported
for centuries (Hancock zoog). Mateus Rosá has a more recent
lristory. Created in 19ç, it became successful in the Unitecl
States and in Europe due to its light style and creative bottle-
feafures that attracted new wine conslrmers. Regarcling table
wines, Portr-rgal's most lucrative products (Vinho Wrde ancl
Rosá)5 were being severely harmed by the conpetition Íìom
wines such as ltaly's Pinot Grigio and New Zealandt Sauvignor-r
Blanc (Monitor zoo4: ro). The commercial life of these
Portuguese wines was declining, ancl, more worryingly, tl.rey
did not convey or promote a strong regional ancl national
commercial identity. Bearing this in mind, n-rarket analysis
experts advised Portuguese producers, associations, and state
institutions to follow the trends dictatecl by the current state
of international wine markets (ibid., rz).
Categories of Consumers
In the case of coffee in the United States, Willian-r Roseberry
clemonstrated l-row market segmentation was basecl on particu-
lar representations of class and generations, which were usecl
by producers and marketing experts to capture consumer
niches (Roseberry 1996: rz4). New types of coffee were createcl
to fit tl-re expected preferences of consumers and their clesire to
clifferentiate tl-remselves within a mass market (ibid., r34). This
includecl information on the dominant worldviews ancl cor.l-
crete interactions, cognitive shuctures, and values and aspira-
tions of prospective consumers. Mapping these practical and
symbolic spâces, the locus where embeclded economic prod-
ucts gain certain meanings, was therefore crucial in increas-
ingly segmer-rtecl markets.
Based on the accttmulated knorvledge of the UK market,
three main wine consumers' groups were iclentifiecl by the
Monitor's research findings. Defined through a class analysis
adaptecl to the features of the local wine rnarket, these groups
conprised the idealized consumels rvhose tastes and aspirations
' woulcl define, accorclir-rg to tìre Monitor's team, the "correct"
clefinition of Portuguese wine. The report claims that, clespite
their internal differences, tl.rese groups rvere generally male,
suggesting that the transformation of tl.re Portr,rguese category
was based on a process of rrasculinization of consurnption.
The traditional Portuguese best sellers-Rosé, Vinlns Verdes-
were n-rore linkecl to women's tastes (Monitor zoo4: z9). Gendered
notions of consun-rption were present ir-r the market anai),sis. If
tl-re category "Portr-rgal" aimed to reach a goocl price, it hacl to
avoid the association with þes of wil-re tl.rat were supposedly
driven by fernale consumption. However, this rnale clrir-rker
wìro n-rarketers were cl.rasing sl-rould not be rnistaken with
other profiles of n-rale consurners of alcohoi, namely the ones
who clid not fit with the lifestyles to which Poltuguese wine
had be associatecl accorcling to the study.
Aside from the gender bias, the idealizecl consluners were
all incluclecl ir-r specific strata of the n-riclclle and r-rpper middle
classes (ibid., 29-o). The first target was the "General Buyer,"
a male behveen the ages ofzi and z9 ancl behveen 3o and 39,
a professional or a sti-rclent, inexperiencecl udren it came to
wines, single, ancl wl.ro bor-rght n'rainly in supernarkets. Ap-
proximately r.6 rnillion people fit in this category and were
worth f5zo million. With minirnal wine literacy ancl in most
cases without a previous wine consumption backgrouncl, these
conslrmers needed to be persuaded to drink wine thror-rgl'r a
well-selected rnarketing strategy. The seconcl target, tl're "lbe-
rian Consurner," was rnale, between the ages of zo and zg,
with sirnilar features as the last category but sorne preference
for Spanish ancl Portuguese wines (16o,ooo persons were in
this category ancl were worth l53 million). Finall¡ the third
category was the "Connoisseur": male ancl fernale, behveen
the ages of zr and 4o, highly educated ancl wealth¡ wit}r a spe-
cific knowledge about wine, a reader of the wine press, ancl a
visitor of fairs who tracle rnostly in specializecl retailers. Tl-re
conslrmers in this category clicl not have a goocl inage of Portu-
guese wines (r rnillion persons belongecl in this category and
were worth l3zo million).
For the US r-narkettl'rree groups were also iclentifiecl (ibid., r7).
The "Experimentalists" (63o,ooo persons worth $3ro million)
were young men ancl women, highly eclucatecl and with
sorne knowleclge abor-rt wine. They had never been to
Portugal but were willing to try Portuguese wine. The
"Wir-re Appreciators" (3r8,ooo persons wortl-r $277 nrillion)
were wealthy ancl travelecl men. As cosrnopolitan wine
connoisseurs they preferred European wines. Finally the
"Cautious Entl-rusiasts" (83z,ooo persons worth $166
million) were men and women from dillerent sociai classes
but highly educated. While not being wine experts, they
bought New World wine in supermarkets in large quantities
and would be willing to try Portuguese wines.
The perceptions, aspirations, and consolidated tastes of
these consumer groups, which were identified through mar-
ket analysis based on surveys conducted among British and
American consumers, as well as interviews with distributors
and retailers, were crucial to define l-row Portuguese wine
should be produced and selected (ibid., r7). Portuguese wine
was to become part of tl-reir lives, but it was actually tl-reir life-
styles, practices, and worldviews that were initially taken into
account to create the wines they would buy. For instance,
Portugal was to invest in red wine not because white wine
was bad, but because consumets' perceptions linkecl Portugal
to red wines (ibid., 44). In those days red wines were receiv-
ing better critical reviews in magazines llke Wine Challenge
anð Wine Sþectator (ibicl., 45). Moreover, the report men-
tioned that in California-the region that defines US wine
kencls-full-bodied reds were successfully being produced
(ibid., 9). The Portuguese category therefore neeclecl to be
based on red wines.
The Definition of Price and Presentation
To be successful among groups of consumers chosen by their
specific social competences and habits, Portuguese wine had
to be designed accordingly. Ii should have a suitable price, a
proper presentation, the correct taste, and be able to stimulate
the consumers' imagination.
In the UK, Portuguese producers were to focus on exports
of high-value wines, starting with the London market. For that
reason, Portugal should not be linked to perceptions ofcheap
wine. Imagetic links to lower-rate products like Rosá (which
amounted to 68% of the Portuguese market in England) had
to be avoided (Monitor zoo4:7). A similar argument was made
regarding Portuguese wines' Buyers Own Brancl (BOB), usu-
ally linked to low-cost products. Al1 these second-rate wines
could damage the symbolic construction of a unique and qual-
ity product (ibid., 3r).
Such concerns on the representation of quality were
linked to the price definition strategy designed by the Moni-
tor's report. Market analysis studies revealed that in the case
of Portuguese wines, target consumers would be interested in
recl wines that fit the super-premium category (ibid., 3z).6 A
third of British consumers considered that price was the best
marker of quality (ibid., 3). Price was one of the most impor-
tant mecliators, as it immediately characterizecl the type of
corìsumers who were idealized by marketing straiegies. At the
same time, it allowed cousumers to choose not only the price
range that best suited their material condiiion, brrt also the
self-perception they had of their lifestyles ancl tl-re lifestyles
they wanted to pursue. Marketing analysts acknowledge that
price, as any other market mediator, is articulated with other
types of rnediation. Consumers learn to link a certain price to
the wine's origin, the botile's shape, the images and messages
on the label; and in some cases they relate all of this to what
ttrey read in newspapers ancl magazines.
Wine presentation played a crucial role in price defini-
tion, and was seen as more important than taste. In the UK
studies indicated that presentation was responsible for a 13
variatior-r in price, whereas taste was only responsible for a
fi.5o variation (ibid., 5z). Regarding the Portuguese strategy,
Monitor's advice was that bottles were to look stern and sim-
ple, because these attributes make the wine look expensive
and sophisticated; complicated labels, too many colors, and
golden elements were to be avoided (ibid., 3B). Portuguese
producers needed to hire North American designers but
rnost urgently British experts because the problem with
Portuguese wine presentation was more severe in Great
Britain (ibid., 37).
An incorrect definition of price and an inconsistent label
were aspects that could arguably lessen the roie of a wine bottle
as a lubricant during a social event. Conversel¡ the correct
cl-roice could provide the oniological security that characterizes
a well-clefined social situation, to use Erving Goffman's (1959)
terminology. These organized frames of meaning should elimi-
nate the common consumets' insecurity in the process of
choosing a wine, a common state of indecision that Demossier
(zoo5) designated as "wine anomie," therefore conferring legiti-
macy to a certain product.
The Definition of Taste
Pressed by the internationalization and segmentation of
markets, tl.re development of the wine field progressively de-
pended on the commercial value of regional imaginations.
Howevet, the construction of Portuguese wine was not only
linked to a process of national imagination. The creation of
a good-quality foodstuff also implied transformations in the
production stage. Portuguese wines had to be materially
produced to fit preexisting tastes and sensory perceptions of
the "real" taste of Portuguese wine.
Monitor's report mentioned that the major problem with
Poriuguese wines was that tl-rey were both too diverse and
unique, which meant that they did not fit into existing market
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categories. This concliiion of the wine's materiality confusecl
consumers, as if they lackecl a rnap to properly unclerstand
how to place those proclucts within a market where the num-
ber ofoffers flourished. Portuguese wines needecl a brand rec-
ognizable by a certain number of specificities. Taste was one of
the key aspects at stake in tl.ris process. If market segmentation
was crucial at a certain stage of wine commercialization, too
much diversity at an initial stage could be hazardous and dis-
turb consumers. Therefore, the creatior-r of a r-rational trade-
mark should precede any âttempt to reach more specializecl
areas oI the wine market.
According to Monitor's report, oenologists needed to have
the know-how to adapt the taste of Portuguese wines to the
taste limits of the targets' consumption categories.T With this
goal in mind, Monitor's experts reiterated a suggestion already
proposed in previous reports: the creation of a Fine Wines
Board (Monitor 2oo4:54). In order to be includecl in a certain
price category, Portuguese wines hacl to fit the cor.rditions de-
fined by the future Fine Wines Board (ibid., 3z). Con'rposed of
a group of specialists from the US and British rnarkets and also
by consumers, this board would make a selection of wine Çpes
adjustable to the concept that the Portugr-rese category de-
manded. Similar processes of selection happened in other
countries before internationalization plans were to be put ir-r
practice, such as in Bulgaria (Jung zor4). If, or-r the one hand,
it was a matter of preserving quality, on the otl.rer, this "qr,raliÇ"
was clearly defined by a certain degree of standardization. This
board would propose a new type ofce¡tification, based only on
the national origin of wine. The Protected Designation of
Origin (PDO) system, which is a European Union system of
Geographical Indication, could be a good prornotional asset,
but in terms of production it createcl a very complex and exces-
sively diverse national tenoir (Westzor3). An official geograph-
ical indication (GI Portugal) should be promoted by the new
certification (Monitor 2oo4: 54).
This category was mainly a certification of taste and quality,
the final result of a prodr-rctive selection. Wher-r producers dealt
with consumers or even retailers, the wine commodity should
be classified through more detailed categories (ibid., zr, 55).
The creation of the GI Porhrgal was based on the belief that
oenologists could "create," regardless of place and tradition, a
Portuguese certifiecl wine using grapes from different regions of
the country. This strategy was crucial for production volumes to
be high whenever necessary allowing Portuguese producers to
react more swiftly to market demands (ibid., zr, 54).
Monitor's report concluded that a selection of the rnost
"capable" producers had to create "less dry" "smoother
wines, less aggressive versions of what already exists" (ibid.,
3z). It was assumed that the trade of these wines in the UK
ancl US markets hacl to represent clistinctively Portr-rguese fla-
vors, r'vhich rvere flarvless ar-rcl lackecl any strange or unpleasant
taste. hnportaniì¡ the worcl "flaw' cloes not mean in tl-re context
of the report's rationale that sometl.ring is spoiled, br,rt that sorne-
tlring is affecting consumers' standarcl taste (ibid., ry, 3z). To
avoicl this strangeness, less acidic and fruitier wines had to be
chosen over others. Why was this suggested? Because when the
report was drafted, there was a maior inflr-rence of New World
wines in the market taste, especially in the preferences of a large
group of new buyeLs (ibicl: 3z). The market survey prepared by
Monitor showe cl that zo7o of British conslrmers expe cted Portu-
guese wine to be fruity like [pical New World Wines.s
If the first step lor internationalization implied the ir-ritial
recognition of a national wine category, the product's taste
should follow market trends. In the Portuguese wine's case,
tl.ris meani a concrete disconnection betrveen place ar.rd taste.
This logic was to change when the market showed some inter-
est in more segmented versions of Portuguese wine, where
local wine varietals coulcl provicle a clistinction.
Narrating Portugal
For the Monitor Group, tl.re Portuguese nation was the spn-
bolic r,rnity through which a general trademark should support
a strategr to conquer a commercial space in the international
wine market. Recently a number of shrdies have dealt witl-r pro-
cesses offood certification based on the distinct characteristics
of a product and its procluction metl.rods (West zor3), most of
the times associated with tle uniqueness of place (Trubek
zooS). Market certification based on the characteristics of place
is today at the center of large disputes within the internatior.rai
commercial trade (Barham zoo3; West zor3). Studies on GIs
have emphasized how producers, associations, and state agen-
cies use tl-re characteristics of place in order to obtain competi-
tive advantages. In some câses certification has been shown to
be useful in protecting weaker players in the market, while
embedding production in ground-rooted institutions (Barham
zoo3; Coombe and Aylwin zon; fung zor4; Paxson zoro). In
other situations, however, official recognitions are co-opted by
actors who already have market advantages (Bowen andZapata
zoog; West and Domingos zotz). Some studies demonstrate
how the protection of locai producers through certification
against large international traders sornetimes hides the uses of
this acknowledgment to locally sele ct the strongest and elim-
inate the weakest producers (Allaire r98B; Bowen andZapata
zoog; Ulin 1987). Ultimately, the layers of struggles inside a
progressively globalizecl wine market define the concrete ef-
fect of market valorization on products, methods, and places
(Demossier zorr: 688).
Planr.red to benefit a grolrp of producers and a sovereign
state interestecl in balancing its ir-rternational trade, Monitor's
report said very little about regional tenoirs and certifications.
However, the strong links behveen the wine industry and na-
tional iclentity, as shown in the case of France (Barham zoo3;
Demossier zolo: r32; Ulin 1987: z, Bo), set an historical expe-
rience tl.rat many other nations tried to follow.
Among the initial requirements neecled to generate a
n'rarket category based upor.r a national brand was commu-
nicating an idea of Portugal to target consutners-a linear
narrative of a country composed of several regions. A cer-
tain image of the country should be embodied in the wine,
creating a homology of meanings between country ancl
product. Provenance stories are part of the national brand-
ing process used to add value to the wine (Maguire zoro:
276).e The report commissioned by ViniPortugal therefore
stressed tl-re importance of having the right discourses,
which would become main promotional tropes, reproduced
by market intermediaries.
For marketing purposes this representation of wine's place
and origin emerges from clients' expeciations of cultural and
national otherness. The Monitor Gror-rp's experts identified
the best promotior-ral images, portraying a country that pre-
serves its natural characteristics, with a mild climate, filled
with fishermen's villages and endless beaches that are hidden
treasures, with a strong culinary traclition and stror-rg and
heart-rvarrning wines that refuse to foilow European trends
(they employ technology but are not industrial); a country
that has a lush rural landscape, a warûr and welcoming peo-
ple, festive and relaxecl, and whose life is organized around
ihe family (Monitor zoo4: 37).
For the US market an emphasis needed to be placed on
Portugal's historical and cr-rltural wealth, while for tlie UK
market this was to be replaced by the allusion to a new gen-
eration of oenologists (ibid., z). Tl-re estates where the grapes
âre grown, for instance, are portrayed as if they had been in
the same families for centuries (for instance, Quinta da Foz
do Arouce, which has a casde callecl Arouce ar-rd is ownecl by
the fourth Duke of "Arouce"). This wine ancestry is far from
beir-rg the exact truth, as a considerable number of wine-
makers are relatively new to the business (Dorningos zor4).
Such broad national representations continue to support
Portuguese wine marketing strategies, as revealed by the
Londor-r Annuai Tasting of Portuguese Wines, which took
place in London on March 5, zot4. Strong images of the
countryside, stressing the dialectic behveen tradition and mo-
dernity, promoted a kind of Portuguese exoticism and were
conveyed to a rnidclle-class British audience. Most powerful
was the aforementioned image of the family business, already
present in the Monitor's report. Wine production was based
on family vaÌues, which suggested that financial issues were
not at stake in the con-rmercial venture, but only love for the
land and its products. On the promotional website Wines
of Portugai, sponsored by ViniPortugal and the Ministry of
Agriculture, the section "A World of Difference" introduces
a strong discourse on Portuguese identity'10
From Aìgarve beaches to the bieathtaking mountains of the north,
Portugal is a lancl of contrasts. In behveen lie verdant floodplains, rolling
plains and cork forests, wetlancl reserves' . . . The east is clry and
continental, the west rnilder, ocean-influenced, greenel, especially the
lush northwest. Today, the country is linked and united as never before
by fine new roads- just one sigt'r of the prosperity ihat has spread across
Portugal fron the late '8os onwards. But tradition still lies at Portugal's
heart. Farnilies spend tin-re together, eat long meals together. Friends
enjoy festivals, dancing, faclo, café culture and eating out.
This passage suggests how wine promotions had the
power to recreate, not just reinforce, hegemonic representa-
tions of nation ancl society; market categories are active
agents in the proposal of national and regional "pastorals"
adfusted to the aspiraiions of selected consumers. These
irnages not only represent the outcome of a marketing strat-
egy, but also become powerful iools of social and historical
construction.
Market Intermediaries and the Strategy of
Institutionalization
All these initial stages that define the wine's conception were,
however, insr-rfficient to create a strong market category.
Portuguese wines had to become "real" on retailers' shelves
and in consumers' minds. The first association betrveen the
product and the selling market was made by the creation of
wine categories that could be decoded by the different types
of sellers and translated into a commercial language.
In the US market the rnain commercialization strategy
was based on the creation of a classic style. Market research
shows that in the United Staies, conslimers conceived of
Portuguese wine as an Old World wine, with a classic presen-
tation linkecl to images of a traditior-ral and olcl European
country (Monitor zoo4: z6).ln the British case the situation
was rìore complex. Ultimately, Portuguese producers needed
to reinvent their wines to make them fit ir.rto hvo market cat-
egories (ibid., 33): The first, "Portugal New World," was de-
fined by its new design ("Moclern Elegant"), the use of the
English language, its international wine varietals, and its
fruity taste. This category was closer to new international
cor-lsuners' preferences' cttstomers wl-ro preferred less de-
marrding wines that were advertised in English by the type of
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FIcuRE 2: DuringtheWinesof PortugalAnnualTastinginktndon, lrcldonMarch5,zot4
at the Royal Horticultural Halls of Th.e Lindley Hal| the sense of distinction that was linked
to the consumþtion of Portuguese wine was well po*ayed by the motto "Not Made For AII."
PHO IOCIUPH BY NUhrO DOMIh\GOS @ 2or4
international wine varietal- a new lingua franca of the wine
world-and who were attracted by simple bottle designs and
labels, typical of Australian brands (ibid., 33). This class of
wines was also identifiable by the use of key words that can
broadly define the wine's taste, usually by pairs of opposed
words, for instance "fruity/dry." Market anålysis conducted in
the UK revealed that wines inciuclecl in the "Portugal New
World," category should be sold by British retailers such as
Tl-rreshers, Unwins, Asda, and Tesco (ibid.). These were basi-
cally the traders situated in the lower end of the iarge retailers'
market, who sell products to a consumer who is traditionally
not a wine buyer. These traders offered their customers a less
codifiecl social interaction, where the specific knowledge de-
manded for connoisseurship was not necessary. In these con-
texts, price, international wine varietals, ancl national
provenance were abstracted, and basic forms of labeling that
allowed an inforrned choice favored.
The process of national brancling was to lead to the creation
of a second market category. Named Portugal/Classic, this cate-
gory was inspirecl by the Spanish and Italian wines that British
consumers were accustomecl to finding on supermarket and
specialized shops' shelves, Contrary to the first category the sec-
ond was defined by its classic image ("Sirnple Classic"); the la-
bel lettering coulcl be written in Porh:guese and include the
name of the region of origin. Wines in this category could be
less sweet and closer to what is cor.rsidered a more traditional
sfle (i.e., drier ancl more acidic), while still being slightly fruif,.
This wine fit high-end retailers, such as Waitrose, Safeway,
Sainsbury's, Oddbins, Majestic, and Direct Wines (Monitor
zoo4, 37). As in other spaces of culhrral consumption, Iike mu-
seums and certainly art galleries, in the more specialized wine
shops a basic wine literacy is requirecl as a "right ofentrance" for
beginners (Bourdieu ry86: z7z-73). Raiher tl-ran basic knowl-
edge and sufiìcient money, customers'credibility demanded an
expertise that certifiecl the validity of their choice. If well adver-
tised, these tlvo main Portuguese wine categories could pave the
way for other types of wines, like super-premium wines of high
qualiiy and Rosá premium.
Market Intermediaries
All ir-r all, the concept of "New Generation" summarized
the consulting firm's strategy: Poriuguese wine was a combi-
nation of the new and the old; it should cornpete with the
New Worlcl's wine markets but also have a category closer
to more traditional European wines (Monitor 2oo4: y).Ac-
cording to the marketing strategy's rationale, the existence of
a wine tradition was no longer associated with the idea that
Portugal is the place from where cheap and rustic wines
originate. Portugal was not a poor country tl.rat produced
poor wines, but a traditional country that produced classic
and innovative wines. The new oenologists were transform-
ing the idea of tradition; in other words, they needed to adjust
wines to preexisting market categories.
The Monitor Group's report argued that the plan that de-
fined the establishment of a Portuguese category needed to rely
firstly on personal contacts made by traders with key buyers
rather than on advertisements. The development of personal
netr.vorks was a decisive step toward convincing retailers of the
advantages of Portuguese wines. Direct links with specialized
stores, public relations ofiìcers connected to wine magazines
and other specializecl press, should be put in place' 
I I Therefore,
the numbe¡ of promotional agents on the ground would need
to be increasecl. Properly trained, the lattêr woulcl have to know
how to instruct the retailers as they would have to train them on
what to say when dealing directly with consurlers. Also, accorcl-
ing to the repor! fifteen main buyers could control the presence
of Portuguese wine in the UK market (ibid.' 36). These buyers
needed to be invited by the industry to come to Portugal. The
same went for key wine iournalists and critics. In that period,
the Euro zoo4 football championship held in Porhrgal was seen
as an opporhrnity to reinforce these initiatives. Retailers and
media ir-rtermediaries woulcl then be chosen according to their
ability to sell a certain kind of product that they would at the
same time help to create.
In Britain, the key targets for super-premium wines
(L+.Sg-S.gg), the category on which Portuguese producers
would need to focus, were specialized shops and higher-end
supermarkets like Oddbins, Sainsbury's, Waitrose, and Majes-
tic. Accorcling to the report, the retailer's brand gave confi-
dence to conslrmers and would help pr-rt the category in
peoples' minds (ibid., 3r). Portuguese groceries in London
could also be good mediators as they also had English cus-
tomers (ibid.). These rnediators were included in the off-trade
business and were important because the main target was do-
mestic cor.rsumption. However, there were also good opporhl-
nities in using tl-re actual places of consumption in the UK
and US: restaurant chains, Portuguese restaurants, and Bra-
zilian restaurants, where personal contacts facilitated by the
common language would be important as well (ibid.).
The report argued that a common vocabulary needed to be
created, which could be used when Portuguese producers met
personally or via other iniermediaries with members of the lo-
cal wine sectors. This was not a ìanguage for the consumer,
but a langr-rage designed to convince retailers ar-rd give clear
indications as to the kind of product they woulcl sell. In many
ways, these layers of language and discourse were key instru-
ments to reevaluate and renaterialize Portuguese wines. The
main elements lor the identification of these categories were
color, whether the wine was to be consumed with^Ãiithout
food, and a number of identifiers: wine varietal national/inter-
national, brand, and region (ibid., 4r). Seven groups emerged,
but the rnost important, considering rnarket demand, were
"frr-rity sr.nooth red" and "full red to be consumed with food."
Local producers were named as good exarnples of each of the
designated categories. This procedure clemonstrates how
global marketing policies were based on practices that inter-
linked the "chosen" agents, among the selectecl producers
who can guarantee the "correct version" of Portuguese wine,
with the "right" taste and presentation to be served to the
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"right" client, to the ¡etailers willing to accept those commocl-
ities in their cor¡mercial spaces.
The report includecl an appendix with contact details for
dozens of agents and retailers. In the Britisl-r case, along with
contact addresses, this list included a brief description of the
þical custorners of sorre of the retailers: Berry Bros & Rucld,s
(wealthy middle-agecl men and wornen), Majestic (wealthy
4o-year-olcl mer.r), Nisa Today (impulse buyers in convenience
stores), Waitrose (professionals, middle caclre), Tl.rresher Group
(n-rodern singletons, wealthyfamilies), the Unwir.rs Wine Group
(suburban men ar.rd women fron z5-44 years), Virgin Wines
(young bachelors with high revenues), and Winecellar & Booze
Buster (establishecl groups that use the internet) (Monitor zoo4:
SÇn).Premiurlls should be given to the best sellers in special_
ized shops. Furtherrnore, the more specialized consulrers
would have to be approached directly through promotions in
wine shops, wine tasting events, ancl supermarket campaigrs
(ibid., 36).
Symbolic Mediators
Other þes of intermediaries had the role of giving symbolic
meaning to a bottle of Portuguese wine. The triumph of por-
tugal as a strong wine brand among the more specializecl sec_
tions of the market depended on the extent to which it coulcl
convince these consumen that Portuguese wines were adjust_
able to tl-reir perceptions and wishes, and at the same time
could bring sornething new. According to the Monitor,s plar.r,
PR officers ir-r nonspecialized nagazirtes and papers, narnely
in lifestyle magazines and in the newspapers' weekly supple-
ments, hacl to be persuaded to col.ìvey positive rnessages
about Porttrguese wines to consumers (Monitor zoo4: 36).Irt
addition, these wines should be the topic of at Ìeast hvo or
three articles per year in specialized nagazines such as
Decanter arrcl Drink lJusiness. Regardir-rg the US strategy,
aside from establishing contact witl-r local newspapers (Nøw
York Times, Wall Street loumal, Míanti Herald), rnarketir.rg
experts even advisecl Portuguese proclucers to invite ,.sr-rper
celebrities" of the wir-re world, as they could be irnportant to
"edtrcate the sector" (ibid., z4-z). Sone of these celebrities
had the power to increase the wine's value, particularly if
they had some recognized expertise, for instance an oenolog_
ical expertise.l2 Th" i,l"r.rsing amount of wine news in the
general and specialized press, as Beckert et al. (zo4: 5)
mention, shows the increasing "relevance of synrbolic quality
criteria" (taste, aesthetics) in the wine consumers' rnarket.
Decanter Magazine started publishing regr-rlar articles on
Portuguese wine one year after Viniportugal was createci. The
development of Decanter's ¡eviews seems to have followecl
the progress of Portuguese wine promotion campaigns and
majol policies regarding wine.in general. Portugal was a new
world to discover, full of possibilities but still unorganized in
terms of the international market. Criticisn-r agair.rst an olcl
decaying system was evident in the 1998 article on Vinhos
Verdes writlen by Susy Watkins:
Vinho Verde doesn't age at all well and doesn't cârry a consumer-
friendly sell-by date. . . . Now the most basic cheap wines suffer f¡om
diffe¡ent flaws: the worst are too sweet, artificially over-fizzy and
sulplrurous. . . . If Vinho Verde sounds like a hotchpotch of wines with
confusingly varied characte¡s, then I'm cìescribing the region correctly.
It's aÌmost impossible io find a uniform style. . . . Why, then, does
Vinlto Yerde rarely seem quite the same in the UK? The quality varies
enornously from bottle to bottle-one ninute oxidised, yellow and
over-sweet, the next sharp, acidic and desperately tl-rin on f¡uit.
(Watkins 1998: n.p.)
lf the Vinhos Verdes tradilion seemed to represent what
was wrong, the southern region of Alentejo, on the contrary,
was the area that was about to pave the way for a brighter ftr-
ture, as Harold Heckle argued in Decanter in the same year,
while quoting the Australian winemaker David Baverstock, of
Herclade do Esporão:
...with the varieties and clinate that we have we give the fermentation
everlhing: a long maceratior, add the pressings back. We still need a bit
mo¡e tannin to get the results we would in Aust¡alia. Aìentejo offers Olcl
World culture with a New Worlcl approacl-r. (Heckle r99B: n.p.)
One month earlier, Richard Mayson, a British wine writer
and wine producer based in Portugal, who became one of the
biggest promoters of Portuguese wines, had written the more
programmatic "Single Quir-rta Wines from portugal.', In this
piece he stages the near future of Portuguese wines, giving
a historical background that becomes an appraisal of a cer-
tain Portugr-rese rnodernity:
Much has changed since those apparently innocent days of tlie early
r97os. Half a cer-rtury of selÊimposed isolation came to an abrupt encl
with a ¡evolution in 1974 ard, after a short period of deeply damaging
political and econonic instability, Portugal re-emergecl as a milcl_
nannered member of the European Union. Brussels set about
transforning tl.re Portuguese Ìandscape, both literally ancl
metaphorically. hnpressive nerv ¡oacls were driven through the
mountains and small industries began springing up. . . . Tiny tascas
(taverns) selling wine in five-litre garafoes were abandoned in favour
of htrge out-oÊtown supermarkets. . . . Where zS yeaß ago stout
women wonld lumber along lanes bearing pitcl-rers of wine on their
heads, today's generation fill their shopping trolleys rvith bottles and
drive home in a hothatch at b¡eakneck speed along a brancì new
expressway. Although there is still much to do in the vineyarrls, the
combination of distinctive, indigenous grape varieties together with
greatly improved vinification makes Portugal a real force fo¡ tl.re
future. The structure of Portugal's wine industry is also evolvir-rg. . . .
Huge cooperative rvineries built in the r95os ar-rd tq6os mav have
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been state-of-the-art at the time but by the r98os they rvere holding
the country back. Thanks to some pretty forceful monopoly-busting
on the part of the IiU, power has now been handed back to the
growers. So, after nearly a century of corporate body-building, srnall
has once again become beautilul in Portugal. Ilelped by generolrs
loans ancl grar-rts from Brussels, sn.rall farme¡s who once had little
option but to sell their grapes to the local coop are now coming out
on their own. (Mayson i998, n.p.)ll
Ricl-rard Mayson would continue to be the best advertiser of
Portuguese wines. In zoo4 Decdnter published his "Portugal's
Big ldea":
Portr.rgal has spent the last zo years rediscoveringits terroir. The Portuguese
have spent tlre last zo years rediscoveringtheir tenoír. Wines that were
once anonymoLrs blends are now becoming increasingìy site-specific. Not
only are there new wine regions, there are also new vineyarcls (single-
quintas), some of which have subsequently subìivided ftrrther to bottle
wine fron the best plot under a separate Ìabel. (Mayson zoo4: n.p.)
Moreover, in zoo5, Mayson publishecl the book Fifty Great
Poftugr-rcse Red Wines, and in the same yeâr, in Decanter,
Sarah Jane Evans wrote the article "Portugal, The Shape of
T1-rings to Come," based on a lengthy review of Mayson's book
(Evar-rs zoo5). More recent articles in Decanter were mostly
interested in tl-re vast number of Portuguese wine varietals,
stressing strongly tb,e "terroir cliscourse," better adjusted to the
recent market segmentation.
From these accounts a particular representation ofPortugal
emerged, which aligned with the wishes ancl desires of buyers
like the rnore specialized ones identified by the Monitor
Group's report. Wide clescriptions of the Portuguese regions,
visits and interviews to tl.re main producers, most of them iinked
to ViniPortugal, were s)lrptomatic. All these articles-which
characterized the landscape, talked about food, and gave sl.rort
historical references-create representations that are in line
with the clominant views portrayed by the Portuguese wine pro-
motions ar-rc1 by the main guidelines present in the report.
Ruled by olcl and traditional families, this Mecliterranean coun-
try was now modern. Most of the time these national wine
narratives helped reinlorce a certain pastoral of the South ancl
of tl-re Mecliterranean, mostly based on the landscape, but also
on the iclealized features of the local populations and on the
social structrÌres definecl by property and property owners; they
propose a rather normative worlclview that clashes with a recent
rural history defined by severe povefty and radical transfor-
mations ir-r the Porh,rguese coLlntryside, namely the brutal re-
cluction of agriculh,rral labor (Baptista ,gg6).t4 Through the
portraits proposecl by wine n-rarket categories, translatecl into
the discourse of several intermediaries, Portugal was not poor,
because poverty does r-rot sell. Portugaì was exotic and at the
same time safe ar.rd stable, properties that are market-Íiiendly
and accordecl neatly with cosmopolitar-r middle-class world-
views. All these create tl.re r-recessary predictability for consum-
ers to affectively invest.
Contentious Nlarkets
The guidelines proposed by the Monitor Group's report were fol-
lowed by ViniPortugal and by the ICEP, the offìcial Porh-rguese
body supporting Portuguese investment abroacl. This effort
was partially funded by the European Prime prograrr. Two
million euros were subsequently invested. The ViniPortugal
Fine Wines Board was created in zooT.ln its first edition,
organized from February z6-z8 at the Ritz, one of the most
expensive hotels in Lisbon, only twenty-five proclucers were
considered to have wines that reachecl the minimum stand-
ards for the UK anci US markets (along with the German
market, which was also included). The wines were chosen by
taking the particular clemancls of the export markets into ac-
count ancl a special prize awarded to wines that had adapted
to that end. Most of the jury's nembers were linked to the
specialized press and hacl a specific expertise that allowed
therr to deeply r-rnderstancl market trends.l5 They were keen
on praisir.rg the diversity of the new wine production but, at
the same time, knew that such diversity l-racl to conform to
dynamics of homogenization brought by the adoption of pro-
duction tecl-rr.riques and by adjustments winernakers had to
make in order to fit market categories and cor.tsumers' per-
ceptions. Tl're art of expertise, which obviously possesses a
relative autonomy, was therefore limited by market configu-
rations ancl needs.
It is a simplification to suggest that this exportable wine was
constructed in the offices of a consulting firm where market
experts dictate the rules through which the concrete material-
ity of wine should be defined, and still design the conventions
that outline its quality and price. But tl.rese plans, backed by
producers' associations ancl state institr,rtiors, ancl articulated
with national and European policies, had an obvious political
strength.l6 Moreover, their work of symbolic translation, of
creatir.rg conventions that ain-r io organize what only exists
tacitl¡ also has the power to produce collective representa-
tions and induce practices. Market policies create categories of
knowledge that offer a reading of the evolvir.rg society to pro-
vide guiclelines on lifestyles and to construct the image of a
country like Portugal.
One of the more relevant aspects of the mecliation that sus-
tains the strategy ofinstihrtionalization ofa brand like Porhrguese
wine in the market is the way in which, like in Roseberry's study
on coffee, it constructs classes of consumers unclerstood as social
groì-rps prone to a certain þe of behavior. This construction of
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social groups, resulting ftom a detaiied work that uses techniques
common to academic research, ther-r determines the process of
instihrtionalization that follows, bearing on the work of several
mediation instances, from the oenologist to the wine writer. Pro-
moted in the present case by agents that hold dorninant positions
in the Portuguese wine field, tl.rese strategies must be evaluated in
furiher research. If its success implies an anticipalion of the con-
sumer's choice without dishrrbing the notion that the choice is
free, it is essential to analyze how this choice goes against or con-
firms the prediction of the rnarketing specialist. Or, in other
words, whether or not the specialist correctly interpreted the clas-
sification schemes of the consumer, and how politically con-
formist or disrupting they could be. o
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NOTES
1. The processes offood certification provide good examples of
these contentious poìitical dynamics (West and Domingos zorz).
2. Jens Beckert developed his field theory in other works (Beckert
zooT). On the economy of singularities see Karpick (zoro).
3. This report, which was actually prepared by MarketzCustomer,
the Monitor Group's market anaÌysis division, was available on
ViniPortugal's website. Porter would continue to analyze the wine
rnarket, namely fron-r the perspective of the California's wine
industry (Porter and Bond 1999).
4. In the previons hvo years Australian wines had increasecl their
presence in these markets by 3o-4o% (Monitor zoo4:8).
5. In zooz these types of wine amounted Io 68% of the exports to
Great Britain and 95% of the exports to the United States (Monitor
zoo4: rc).
6. In the US markets, the target was also the super-premium
category. When this report was produced, the super-prernium
category had the value of f4.99-5.99 in the British market and
$9.99-$t4.99 in the US market.
7. Michael Porter and Gregory Bond (zoo8: z) argue that science
and technology were the secret of California wines, against what
they calìed European empiricism.
8. According to market expectations, as mentioned in the Monitor
Group report, Portuguese wine should be fruity (zo%), red (r5%),
full bodied þ,2%), sin'ilar to Spanish wine (B%), sweel (7%),líght
þ%), whtre (6%), rose (4%), Porr (3%) (Monitor zoo4).
9. According to Maguire (zoro: 276), "constructions of provenance
are used to manage the impressions and experiences of consumers,
be it through labels, displays, reviews or-most immediately-the
performative Ìabour of a wine promoter."
1 0. www.winesofoortugal.info/pagina.php?codN ode=r6962
(accessed March rz, zor4).
11. The importance of personal nehvorks in the constitution of
wine markets has been researched for the case of Italian wine by
Odorici and Corrado (zoo4).
ì2. Widely noticeable by the role performed by famous oenologists
like Robert Parker (the "parkerized wines").
13. Some of the rnost prominent independer-rt growers have recently
formed their own organization, FENAVI (the National Federation of
lndeper rclent Crowers).
14. Representations of the Mediterranean were contentious in
different fielcls of cultural and academic production, ancl the
modernization process narrated by wine rnarket categories rvas not
peaceful. Radical transformations occurrecl from the sixties in the
Portuguese countryside, causing a population exoclus tor'vard
Portuguese ancl European urban centers.
15. Among the jury's members were well-known wine critics and
writers, such as Joshua Green (Wine & Spiritis), Robert Joseph ancl
Charles Metcalfe, Luís Ramos Lopes (Revista de Vinhos), Rui
Falcão (Bìue Wine), and João Paulo Martins. wr.vw.hipersuper.pt/
zooT lozlzBNiniPortugal_pron-rove_fi ne*wines_/ (accessed March r6,
zor5).
16. Ilow these plans were implemented in practice denands
another kinci of research strategy, or-re that unveils all tl-re struggles
that occur behveen different actors and rationalities in tl-re
Portuguese wine field.
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